This study examined the effects of regulatory focus and the framing of product attributes in advertisements. An experiment with a 2×2×2 between-subjects design was conducted to see if the compatibility among regulatory focus, frames and product attributes could affect ad and brand attitudes, and purchase intention. Participants' regulatory focus (promotion vs. prevention) was primed whereas frames (gain vs. loss) and product attributes (hedonic vs. utilitarian) were manipulated in advertisements.
